The research aims to analyze factors affecting the attitudes toward counterfeitingluxurious fashion products, and attitudes" effect on the purchase intention of consumer. A survey was conducted with 585 individuals in Vietnam. The researchused the method of EFA, multiple regressionand testing differenceand found 06 factors, such as brand image, social influence, price-quality inferences, Integrity, novelty seeking, status consumption,influence to attitudes toward counterfeiting luxurious fashion product. A positive correlation between attitudes and intention of purchase counterfeiting luxurious fashion product was also found. In addition, the research figured out the difference between attitude and purchasing intention of the consumer in monthly income, genders andtypes of companies.
Introduction
Nowadays, a trend of production, distribution and consumption of counterfeiting products from luxurious brand is growing at an alarming rate. Leaders, managers, designers across the globe have recognized the rapid growth of this trend, and then they come to a decision to work with Union international anti-counterfeiting organizations (IACC) and the Institute of ownership international intellectual (IIPI) to protect their designs from being copied (Norum & Cuno, 2011) . Matos (2007) indicated that 5% of the global transaction is a transaction of counterfeit products. Researchers estimated that the total market trading in fake goods is more than 500 billion US dollars (Reuters, 2007) . In 2010, total cargo traffic was 37.000 billion US dollars while the value of counterfeit goods was 2.000 billion US dollars. Korea Customs Service announced they seized 162.5 million US dollars worth of counterfeit goods, in which Channel brands got 23.5 million US dollars (Fashion United, 2006) .
The consumer behavior of purchasing counterfeiting brings a big threat for the industry and damage effects upon our society as a result (Lysonski & Durvasula, 2008) . According to estimates, every year the United States losts250 billion US dollars, German 25 billion US dollars and 70,000 jobs because of counterfeiting (Plafker, 2004 ; cited by Nguyen & Tran, 2013) .
Brand Image and Attitudes
Brand image is "consumer"s perception of the brand" (Aaker, 1996) , in other words it is the way that brand exists in consumers"s mind (Nguyen & Tran, 2013) . Brand image significantly contributed to the decision to buy or not to buy that brand personally (Bian & Moutinho, 2011) . also indicate if luxurious goods on which consumers know about its brand and reputation, they will tend to favor its counterfeiting. However the survey data hasn't proved it yet. In high fashion field, the better the product image is, the more helpful it would be to strengthen consumers willingness to purchase its counterfeiting (Nguyen & Tran, 2013) . Therefore, the hypothesis H1 is proposed:
Hypothesis H 1 : Brand image has a positive significant influence on favorable attitudes toward counterfeiting luxurious fashion product.
Social Influence and Attitudes
Consumers often refer groups and consulting before making their purchasing behavior. Reference groups have potential in forming a person attitudes or behavior in goods and its brand name (Bearden & Etzel, 1982) . Social factors also impact the buying behavior of consumers (Ang et al., 2001 ). Consumer's choice is influenced by others whether they acknowledge about it or not, on the other hand, consumers are interested in impressing or influencing others (Ang et al., 2001 ). According , consumers have supportive attitudes if their friends or relationships around them supporting it and vice versa. Nguyen Van Phuong and Tran ThiBaoToan (2013) found a positive relationship of social influence to favorable attitudes toward counterfeiting fashion products. H2 hypothesis is proposed:
Hypothesis H 2 : Social influence has a positive influence on favorable attitudes toward counterfeiting luxurious fashion product.
Price-Quality Inference and Attitudes
To have the inferences from the price-quality, consumers consider price as "light" then they perceive that a higher price will reflect good materials and better skills, so in this situation the price will play an important role for their purchasing intention (Lichtenstein et al., 1988) . However, when they feel that their high cost consuming expense is not as equal quality as they expected, they accept other products with lower rates (Lichtenstein et al., 1988) . Consumers believe that "high prices, good quality" and "low prices, poor quality", this is precisely the inference of consumers from the price-quality (Huang et al., 2004) . strong impact and negative to favorable attitudes toward counterfeiting. Hypotheses H3 is set as follows:
Hypotheses H 3 : Price-quality inference has a negative influence onfavorable attitudes toward counterfeiting luxurious fashion product.
Integrity and Attitudes
Integrity has a strong effect on purchase intention (Ang et al., 2001; Matos et al., 2007; . Integrity is determined by personal ethical standards and obedience toward law. If consumers view integrity as crucial, the chances of them viewing counterfeits of luxurious brands in a positive light would be much smaller (Ang et al., 2001) . Consumers, who are lawfulness or legality when using counterfeits good, will have more intention to purchase counterfeits. In other words, integrity showed to be a significant predictor of consumers", they willingness to pay more for purchase genuine goods. (Nordin, 2009) . Ang et al. (2001) found a negative effect of integrity to favorable attitudes toward counterfeits. Matos et al. (2007) also found the reverse impact of integrity to favorable attitudes toward counterfeits of consumers in Brazil. Consumers have integrity is as high as it had favorable attitudes toward counterfeits ). H4 hypothesis is proposed:
HypothesesH 4 : Integrity has a negative influence to favorable attitudes toward counterfeiting luxurious fashion product.
Novelty Seeking and Attitudes
The new favorite is people"s curiosity in search of diversity and difference (Wang et al., 2005) . Consumers seek novelty (try to use new goods) is the following strong influence factor after price (due to genuine is too expensive) (Cheng et al., 1997; Wang et al., 2005) . For fashion products, there are many factors affecting buying behavior of consumers, in particular to trend or change, consumers quickly forget the product and want novelty (Yoo & Lee, 2009) . Consumers follow fashion trends, and always look for the latest products, from which they tend to choose and buy counterfeit goods for more reasonable prices (Nordin, 2009) . For updated fashion consumers, the more they like new trend, the higher they support to counterfeit goods (Harun et al., 2012) . Hidayat and Diwasasri (2013) found a positive relationship between the new favorite of consumers and their attitudes toward pro fakes. Hypothesis H5 is set as follows:
Hypothesis H 5 : Novelty seeking has a positive influence on favorable attitudes toward counterfeiting luxurious fashion product.
Status Consumption and Attitudes
Consumers buy products high fashion to express class and individual images. it is like being shown "how others see me" (Yoo & Lee, 2009 ). The present status of consumer is defined as a group of people to express their prestige, and to influence others by using certain brands. When a person has a status, which means that people have a certain position in society, and may be jealous by someone else . Those consumers who have lower status, they have an idea of buying counterfeit goods to present a higher position (Budiman, 2012) . have found a positive effect of status of consumers to attitudes and intention to purchase toward counterfeiting product of consumers. Hypothesis H6 is set as follows:
Hypothesis H 6 : Status of consumers has a positive influence on favorable attitudes toward counterfeiting luxurious fashion product.
Attitudes and Intention to Purchase Toward Counterfeiting Luxurious Fashion Product
Attitude is a factor to predict intentions and behavior of consumers (Fishbien & Ajzen, 1975; Ajzen, 1991) . Although attitudes toward behavior are recognized as a predictor of consumer behavior better than attitudes toward the product (Fishbien & Ajzen, 1975; Ajzen, 1991) , but the attitudestoward counterfeit goods is also seen as a factor has an important influence to the idea of buying counterfeit goods . Counterfeit is financial risk, however, if it meets the expectations and satisfies the needs of consumers, it can also feel satisfied when using. So the attitudestoward counterfeit goods is an vital factor to predict the intention of buying counterfeit goods, especially for luxurious fashion brands (Nordin, 2009 ). There is a positive relationship between favorable attitudes and intention to purchase toward counterfeiting goods (Ang et al. 2001; Huang et al., 2004; Matos et al., 2007; Nguyen & Tran, 2013 
Methodology and Research Model

Methodology
The research is a combination of both quantitative and qualitative data. Qualitative research did directly interview ten consumers over 18 years old, to adjust the scale for quantitative research. Qualitative"s data is collected through surveyed questionnaires.
Five pointlikert scale "1-Totally disagree", "2-Disagree", "3-Neutral ", "4-Agree", "5. Totally agree" is used to measure observedvariables in each factor.
Research Model
To study factors that influence attitudes toward counterfeiting luxury, this research will analyze the impact of factors of two groups: factors that influences from outside and inside of consumer:i) Outside individual factors: Brand image; Social influence; ii) Inside individual factors: Price-quality inference; Integrity; Novelty seeking; Status consumption.
The research will analyze the degree of influence of these factors on the attitude toward counterfeiting luxurious fashion products, then explore the influence of attitudes on intentions to purchase luxurious fashion products of consumers in Vietnam. The proposed model is as follows: 
Results
There are 703 questionnaires generated and collected, after sorting out unsatisfied forms due to lack of information, the remaining 585 valid questionnaire forms (83.2%) used to analyze this data. Brand Image: According result in Table 2 , TH3 has maximum mean value (3.32), while TH6 has minimum mean value (3.16). So, the consumer prefer receiving praise for their fashion, but dont feel that fashion can bring them credibility.
Social influence: XH6 has the maximum mean value (3.48) and XH2 has the minimum mean value (3.19). Therefore, consumer hard to distinguish between genuine and counterfeit products in luxurious fashion and not usually receive some advice for buying counterfeit luxurious fashion.
Price quality inference: Generally, mean value of this factor is at low level. SL3 has the maximum mean value (2.70) and SL1 has the minimum mean value (2.48). So, consumer willingness to pay more for the best but don"t agree that "higher price-higher quality".
Integrity: CT2 has the maximum mean value and CT4 has the minimum mean value (3.23). It can show that the consumer has a high appreciation with self-esteem.
Novelty seeking: MM2 and MM4 has the maximum mean value (3.62) and MM3 has the minimum mean value (3.05). Consumers keep up with fashion and interested in buying new fashion products but theyare not the owner of many popular fashion products.
Status Consumption: This factor has 05 observed variables. DV2 has themaxinmum mean value (3.43), while DV3 has minimum mean value (3.32). Consumers are interested in status of fashion product and want to have higher status via status of fashion product, but they don"t want to pay more for a fashion product, which have status.
Attitudes toward counterfeiting luxurious fashion product: TD3 has the maximum mean value (3.23), while TD4 has the minimum mean value (3.23). Although consumers think that counterfeit don"t have similar functions to the genuine products, theyfeel beneficial when buying counterfeit fashion product.
Intention of purchase counterfeiting luxurious fashion product:
This factor has 07 observed variables. YD1 has the maximum mean value (3.50), while YD4 has the minimum mean value (3.29). Therefore, consumers intent to buy counterfeit fashion product, but they don"t ready to recommend their friend and relatives. Specially, YD7-"As financial conditions, I will continue to buy counterfeit luxurious fashion products", which has the mean value with low level (3.34), showed that consumer would not continue to buy counterfeit luxurious fashion products.
Cronbach's Alpha
Cronbach"s alpha coefficient of the scale of "brand image" factor is qualified at 0.873; in addition, correlation coefficients are all qualified at above 0.3, thus all 7 observed variables will be added into EFA for analysis. The scale of "social influence" contains variable XH6 whose total correlation coefficient of variables is 0.165 below 0.3; then this observed variable will be removed. Consequently, the Cronbach"s Alpha of that scale becomes qualified at 0.802, and correlation coefficients of the other variables are all more than 0.3; those other variables will, thus, be added into EFA for analysis.
All Cronbach"s Alpha coefficients of other variables-"price-qualityinference", "integrity", "novelty seeking", "status consumption", "Attitudes toward counterfeitluxurious fashion product", and "Intention of purchase counterfeiting luxurious fashion product"-alternatively are: 0.714, 0.758, 0.751, 0.802, 0.793, 0.773 which are all more than 0.7; all of the observed variables measuring these factors achieve a total correlation coefficient of variables above 0.3. Therefore, those variables measure the above factors, as shown in Table 3 , are all qualified to be added into EFA.
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Exploratory Factor Analysis (EFA)
The study conducted the EFA for the factors affect to attitudes toward counterfeit luxurious fashion product. After the 1 st and 2 nd implementation, variables TH7, MM2, MM4, DV2 are removed since their load factor are lower than 0.5. The KMO coefficent from the 3 rd time was qualified at 0.894, and level of significance of Barlett"s test was qualified at 0.000. 
Regression Analysis
After conducting the EFA, all factors are tested in regression model. F value = 113.727 with sig = 0.000. so multi-variate regression model is qualified. "Integrity" and "Price-quality inference" are statistically significant and negative correlation to Attitudes toward counterfeit luxurious fashion product; the other independent variables are positive to dependent variable. Table 6 . R 2 is 50.4%. that mean 50.4% of Intention of purchase counterfeiting luxurious fashion product can be explained by Attitudes toward counterfeit luxurious fashion product. F value is 595.103.with sig. = 0.000.therefore regression model is qualified. Attitudes toward counterfeit luxurious fashion product is statistically significant and positive correlation to Intention of purchase counterfeiting luxuriousfahion product.
Attitudes toward counterfeit luxurious fashion product model:
Intention of purchase counterfeiting luxurious fashion product model: According to
Results Discussions
Brand image affect on the attitudes toward luxurious fashion product."Brand image", which has sig.= 0.000 (at 1% level); and β 1 value is 0.227>0, proving that theory H 1 is accepted.
Brand image is "consumer"s perception of the brand" (Aaker, 1996) ; in other words, it is how a brand can exist in consumers" mind (Nguyen V& Tran, 2013) . The results of this research is similar to those of Nguyen Van Phuong and Tran ThiBaoToan"s (2013) at a point that both regression analysis results show the positive impact of "brand image" to consumers" support to counterfeiting luxurious fashion products. This consequence can be explained as follows: Viet Nam is a developing country; consumer average income is basically not high enough www.ccsenet.org/ijef
International Journal of Economics and Finance Vol. 7, No. 11; 2015 to spend on luxurious fashion products. According to the research, the more reputations those products have, the higher desire the consumers have to own them. That habit and desire of purchasing luxurious brand products while income is not sufficient leads to the trend of supporting and having more intention to buy counterfeits. Besides, having well-known brand products will also increase the impression and attention from others, thus further boosting that trend.
Social influence affect on the attitudes toward counterfeiting luxurious fashion product."Social influence" statistical meaning is at 1% (sig.= 0.000); and β 2 value is 0.265>0, proving that theory H 2 is accepted.
Social influence is external influences-including society, friends, families, and surrounding people-on consumers. Previously, Ang and ctg (2001) , Nordin (2009), Phau and ctg (2009) researches shows the positive impacts of social influence to the favor attitudes toward counterfeits. In Viet Nam, Nguyen Van Phuong and Tran Thi Bao Toan (2013) research also found out similar result. The same outcomes also applies to this resarch. Counterfeits, especially from luxurious fashion products, is emerging in Vietnamese market. Consumers can find various counterfeits from various brands with similar logos and designs with the genuine products. Even though Viet Nam is improving it laws and regulations to prevent counterfeit products, there is still no punishment for consuming them. Consumers are heavily influenced from families, friends, collegues. When they see others use counterfeits, receive advice from them, are offered choices, or use counterfeits, they listen to them as well as continue to support counterfeiting luxurious fashion products.
Price-quality inference affect on the attitudes toward counterfeiting luxurious fashion product."Price-quality" statistical meaning is at 5% (sig.= 0.041); and β 3 value is -0.069<0, proving that theory H 3 is accepted.
"Price-quality inference" mentions consumers" trust and awareness of "high price-high quality" and "low price-low quality". Similarly to Huang and ctg (2004) , Matos and ctg (2007), Phau and ctg (2009) researches, this work also found the negative impact of this inference to the attitudes toward counterfeiting luxurious fashion products. However, according to the result, this impact is rather low. In terms of normal commodity, consumers are awared that high quality products usually have higher price. Thus, they can choose the products with quality appropriate to their income. That applies to genuine fashion products and counterfeits as well: consumers are awared that genuine products with high quality will absolutely have much higher price accordingly, and that the low price counterfeits always have lower quality. This fact discourages them to support the counterfeiting products because they also want to own the best quality goods. The reason why, despite that fact, this impact is rather low to the attitudes toward the counterfeiting fashion products in Vietnam is that consumers still accept low quality counterfeits since they are more affordable to their income.
Integrity affect on theattitudes toward counterfeiting luxurious fashion product."Integrity" statistical meaning is at 1% (sig.= 0.001); and β 4 value is -0.107<0, proving that theory H 4 is accepted.
Integrity includes other virtues, such as honesty, responsibility, etiquette, and self-esteem. Previous researches in other countries, including those of Ang and ctg (2001) , Matos and ctg (2007), Teah (2009), or Nordin (2009) , has proved that the higher integrity, the less likely consumers will support counterfeiting products. This research also found the similar negative impact in Vietnamese market. This factor has the strongest negative relation. For instance, honest comsumers feel that counterfeits are cheating to both genuine manufacturers and them. In addition, people who live and work responsibly try to fulfill their responsibility in their job, cultural and social economy development. In their view, supporting counterfeiting products is considered irresponsible to the national development. Besides, people with high etiquette and self-esteem considered consuming counterfeits while the whole world is criticizing this particular industry, especially in luxurious fashion products, is unacceptable. Feeling lack of politeness and self-esteem buying them, those consumers will less likely to support this type of product. That explains why people who having those virtues, as known as integrity, express negative attitudes toward counterfeiting luxurious fashion products.
Novelty seeking affect on the attitudes toward counterfeiting luxurious fashion product. "Novelty seeking" statistical meaning is at 1% (sig.= 0.002); and β 5 value is -0.109<0, proving that theory H 5 is accepted.
"Novelty seeking" is one"s curiousity looking for variance and differentiation. Consumers always follow fashion trend and look for the newest products. was the first one analysizing this factor impact to the consumers" attitudes toward counterfeiting products, but no relation was found. However, Nordin (2009) has found the positive impact of this factor later in Malaysia market. This research confirms to that result by proving that positive impact of the "novelty seeking" factor. In the fashion industry, there are verious styles whose trends are always changing. Therefore, consumers who are in favor of freshness in their style and costume always update the most current fashion trend. Luxurious fashion brands are always the first ones leading in fashion trends; thus their products are usually updated, and so do the counterfeits. This particular type of consumers,
International Journal of Economics and Finance Vol. 7, No. 11; 2015 whose income is not considerably high, will try to have products with similar design in famous brand logo, and have a positive attitudes toward counterfeting luxurious fashion products.
Status consumption affect on the attitudes toward counterfeiting luxurious fashion."Status consumption"
statistical meaning is at 1% (sig.= 0.000); and β 6 value is 0.316<0, proving that theory H 6 is accepted.
Status consumption is the desire to express social status. has found the positive impact of this factor to the attitudes toward fashion counterfeits. This research also shares this similarity found in consumers" behaviors in HCM city. This factor shows the most positive relation. In most consumers" opinions in Vietnam, luxurious fashion products are not affordable, thus for only high consumption status consumers to purchase. Not having a high average income, spending money on those products is a significant decision. Therefore, to some consumers who have the desire to express a higher status, counterfeits are very attractive to them. One of the results also confirm this by showing that consumers whose income is above 30 millions VND/month have less intention to buy or support counterfeiting products than people who earn less than 10 millions VND/month. Consequently, expression of consumption status contributes to the positive attitudes toward counterfeiting products in Ho Chi Minh city. In addition, since lower income consumers, whose status is considerably lower than those of target market of luxurious brand products, have great desire to increase their status, this factor influences the most to the support of the trend.
Attitudes affect on the purchase intention toward counterfeiting luxurious fashion. The "attitudes toward counterfeiting luxurious fashion products" statistical meaning is at 1% (sig.= 0.000); and β 7 value is 0.711<0, proving that theory H 7 is accepted.
Attitudesmeasures the support/unsupport of consumers to toward counterfeiting luxurious fashion products. (2014) showed the positive impact the supportive attitudes to the purchase intention. This research confirms the accuracy of previous models and researches, and demonstrates the highly positive relation of the two factors in Vietnamese market. Attitudes may be used to forecast the intentions and behaviors of consumer (Fishbien & Ajzen, 1975; Ajzen, 1991) . The more supportive attitudes, the more likely consumers will buy counterfeiting luxurious fashion products in Vietnam.
The differences of attitudes and purchase intention to counterfeiting luxurious fashion products between different groups of consumers.
Genders: Different gender has different level of attitudes and intention. Particularly, female consumers have more supportive attitudes than male, thus more intention to buy those counterfeits. The reason is that women are more sensitive and demanding to fashion.
Monthly Income:
The results show a difference about attidue between consumers whose monthly income is above 30 millions VND/month and those whose monthly income is below 10 millions VND/month. Moreover, the higher income (above 30 millions VND/month) group has less intention of purchase toward counterfeiting luxurious fashion products than lower group (10-20 milions VND/month and below 10 milions VND/months). This group can spend more for their curiousity, desire of owning genuine products, gaini higher status, acquire self-esteem, thus have less support and intention to purchase counterfeiting products.
Employer: According to the results, employees in foreign investment company have less support to counterfeiting luxurious fashion products than those in Limited Liability Company or government section. The working environment explains this difference. The former employees consider using counterfeits as cheating, irresponsible, and lack of self-esteem. Plus, the positive relations of "novelty seeking", "social influence", and "status of consumer" less affect to the supportive attitudes toward counterfeiting luxurious fashion products. In addition, those employees ussually have higher income, so they are more likely to purchase a genuine product.
Conclusions and Recommendations
Conclusions
The research was conducted in two phases: preliminary research by qualitative method and formally research by quantitative method.Qualitative research was conducted using data fro face-to-face interviews with 10 consumers older than 18 years old. Quantitative research was conducted through data from 585 individuals. All data was being cleaned, evaluated, and processed using SPSS 22. The results show six factors affecting the attitudes toward counterfeiting luxurious fashion products: brand image, social influence, novelty seeking, status consumption, price-quality inference, and integrity. The first four factors have positive relations to the supportive attitudes. The highest impact factor is expression of consumption status; social influence factor is following; and www.ccsenet.org/ijef
International Journal of Economics and Finance Vol. 7, No. 11; 2015 the last one is novelty seeking. In the other hand, integrity and price-quality inference describe a negative relation to that attitudes; in details, the integrity factor shows higher impact. Regression analysis result also confirms that supportive attitudes strongly adds to the intention of buying those counterfeiting products.
Recommendations
From outside individual factor group, including social influence and brand image, both have strong impact to support to counterfeiting luxurious fashion products. Regarding inside individual factor group, according to this research, managers need to make moves to change consumers" awareness, thus adjust to more appropriate consumption following regulations, society, and their own income.
According to experience from other countries, entrepreneurs-patent owners-play an important role in implementation. Intellectual property regulations in Vietnam it is business owners" rights and responsibility for coordinating with law enforcement authorities. Collaboration between entrepreneurs-managers, business owners, distribution representatives of luxurious fashion products in particular-needs to be more forceful in fighting against counterfeits. In details:
 Avoid loose management, monitor goods consumed, providing clear agency information to consumers.

Manufacturers should propose to law makers to penalize both suppliers and consumers of counterfeiting products, thus prevent that type of product from flowing in the market.
Brand managers could make more community activities, more social responsibility programs, etc. in order to attract more consumers. At the moment, they can spread more information of oenalty cases to gain more supports from society against counterfeiting products.
 Spreading more advertisements how to differentitate genuine and counterfeiting products. It would probably be easier for consumers to differentiate between original products and counterfeits.
Manufacturer of origin branded products should design products containg rare and high quality materials, associated with value and brand, thus making it more difficult to counterfeit them.
Recalculate the price base on adjusting their cost and profit, so the customer will not feel that they are buying too expensive goods.
Conducting customer service which is impossible for counterfeit manufacturers to copy, such as: life-time guarantee, exchanging new products with old products, preference membership, etc.
 Manufacturers, managers should create competitive advantages by focusing on style, design, quality, and unique appearance. Product creativity makes consumers too eager to wait for counterfeits to be made and sold. Besides, manufacturing a limited quantity might increase product"s value in consumers" view.
